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“It is well for a man to respect his own vocation, whatever it is, 
and to think himself bound to uphold it and to claim for it the 
respect it deserves.” — Charles Dickens. 


in the editor’s opinion — 


IS ADVERTISING ENOUGH ? 


In this issue our readers will find several articles devoted to Advertising 
& Promotion. Almost the entire fabric of each feature article is original 
for we have nursed a strong feeling that educational material of an 
advertising and promotion nature, should be slanted to the Canadian 
market. Unfortunately space limitations will not permit us to do more 


than scratch the surface. But, we think you will find the basic funda- 
mentals have been adequately covered. 


Now, a note of warning. In one of the articles which you will read, 
reference has been made to what could happen to calls coming in from 
an Ad. If the “pulling power” strength of an Ad has proven itself by 
persuading numerous good calls, advertising has met its task. 


But, what happens to these calls? 


The following is a true tale of one man’s experience with real estate 
salesman, some of whom he feels are nothing but “floaters” who would 
starve to death if they had to earn a living selling appliances from a retail 
floor. 


The morning of August 21st, a member of The Canadian Realtor staff 
had cause to phone the advertising manager of a large firm. This company 
is in the heating and bathroom utility manufacturing and marketing 
business. 


Continued on page 23 
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@ The article on this page, and others in this issue unless copy makes credit 
references, was prepared by our editor Wes Mitchell. As he intends to 
author his own book based on these subjects ( Advertising & Promotion ), 


no portion of any article may be reprinted for commercial use without 


prior permission from himself. 


HOW TO WRITE 
GOOD COPY 


by WES MITCHELL 


. words are things, and a small drop of ink, falling like dew wpon a 
thought, produces that which makes thousands, perhaps millions, think.” 


In the Port Elgin Times, Christmas 
Eve, 1958 there appeared a small, one 
column institutional Ad for a Dorothy 
Bowden, real estate saleslady working 
for Paul F. Seigner of Walkerton, 
Ont. There was nothing outstanding 
about this appeal for listings except, 
under the heading “Real Estate” ap- 
peared these words: “Jf you live on 
this earth—own part of it.” 

What a marvellous way of expres- 
sing our reason for being in the real 
estate business. 

There are literally thousands of 
ways to explain a listing. The only 
limit is your own training and 
imagination .. . and enthusiasm. Yes, 
enthusiasm works in copywriting too. 

The preparation of good advertis- 
ing—whether it is planned for a radio 
or T.V. script, direct mail brochure, 
P.O.P. cards (Point of Purchase) or 
the mass printed media: trade jour- 
nals, business papers/newspapers, etc. 
—will never hit its full stride until 
you learn certain fundamentals. 

We propose to open the door to a 
whole new line of thinking. Cross the 
threshold with us and find out for 
yourself just how powerful this new 
knowledge is. 

Most of us will admit that much 
of our advertising copy today is dull, 
lazy, stilted, sterile, weak and un- 
imaginative. There is room for a 


renaissance . .. n’est pas? There is 
also plenty of room for original 
approaches. 


Try the following on for size. It 
appeared in one of Toronto’s dailies: 


KULY—Mike and Marjorie an- 
nounce the arrival of their new 
little model Lorna Anne Michele; 


— Byron: Don Juan (Canto I11) 


delivery date July 12th, 1961. 
Specifications: shipping weight 5 
Ibs. 9 ozs.; fully equipped. New 
miniature chassis, well-padded 
seat, power squealing, super fluid 
action, automatic feeding, beam- 
ing headlights. Now on display 
at the South Peel Hospital. Note: 
Custom Model: not for sale!” 


* x * 


Leo Burnett, head of his own 
advertising agency, has written many 
articles on advertising. In one, which 
appeared in Advertising Age, he 
describes the transformation of a man 
who puts a piece of paper in his 
typewriter, or commences to chew on 
a big black pencil while a piece of 
white paper stares him in the face. 
When he is settled down and ready, 
he says to himself, “Now, I am about 
to write a piece of copy.” 

When Mr. Theorum arrives at this 
weighty decision “his muscles tighten; 
the grey matter in his skull starts to 
jell and he starts to itch in strange 
places. He changes from a human 
being to a copywriter.” 

Burnett went on to say, “As a 
result of this deoxidization and ossi- 
fication, what comes out is likely to 
be one of three things: 1. A dull 
recital of self-evident facts; 2, a high 
falutin’ rhapsody or plain bombast; 3, 
a demonstration of his own cleverness 
with words.” 

Burnett claims that if the man 
wrote letters to his friends in the 
“same tone of voice”, he wouldn’t have 
friends very long. 

The author’s intention was 
obviously a satyrical attempt to show 
that the production of good readable 
copy is never as hard as all this. He 
said: “If you are writing about 
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baloney, don’t try to make it cornish 
hen, because that is the worst kind 
of baloney there is. Just make it darn 
good baloney!” 

Back in 1958, we wrote an inter- 
rupted series on advertising. The 
kick-off paragraph in the March 
edition read: “Even the most sterile, 
frigid, unimaginative man or woman 
has some degree of emotional inten- 
sity. If we keep this in mind when 
writing advertising copy, we should 
succeed much more positively than if 
we ignore it.” These words now direct 
your attention to our theme: “The 
role emotions play in advertising.” 

What are these emotions? Why 
must we pay attention to them? Why 
must our message reach down and lift 
one or more of them out, like a 
gourmet forks a_ succulent oyster 
from its shell? How can we use them 
to bring our copy to life . . . to have 
a vitality of its own? . to make 
people “see” what we have to offer; 
or more important—to make them 
want what we have? 

We don’t have to sneak down into 
each reader’s innermost consciousness 
to find what these emotions are. We 
know them. Here they are: 

There are five basic emotions: Love, 
Fear, Pride, Greed, Hate. The latter 
we'll ignore. 

Quite often these 
scrambled. Lift one 
accompanys. 


emotions are 
and another 


LOVE 
This emotion covers a broad range. 
It is not nearly as basic as the reader 
may think. There are various shad- 
ings. Realize this and you increase 
your tools. 


Take parental love as an example. 
The mediocre ad ignores this deep- 
seated feeling by saying: “3 bedrooms, 
den, kitchen with fan, spacious living 
room, large recreation room...” 

Create instead an _ imaginative 
package: “The recreation room is so 
dry, warm and airy, your children can 
play without fear of rainy weather 
colds.” The quality of this recreation 
room may be the only good feature 
about the house. Yet, it will interest 
the reader because of two emotional 
jabs: parental love and fear (for the 
kiddie’s health). 

How about, “Mother will love this 
kitchen fan over her cooking range.” 
Or, “The den is so quietly comfor- 
table, Dad can work here instead of 
overtime at the office.” 

“Friends become more friendly in 
this *comfortable living room”. 

*also use: charming, pleasant, 
attractive, inviting, enchanting. 

Every adjective—as we've proven 
here—has a partner— another simile 
which has a different shading. The 
use of another adjective can change 
the tone or life of the subject. You 
can make a room “live” by adding a 
little vitality ... by giving it a charm 
of its own. 

Why not say, “This lovely dining 
room has a gracious atmosphere all 
its own.” Or, “A dining room—private 
—yet step-saving close to the kitchen.” 


* * * 


Let’s appeal to other facets in the 
love bracket. The poor Ad says, “Own 
a summer cottage with your own lake 
front lot.” If the reader is in a sour 
mood, his mind might easily conjure 
an image of rotten docks, weeds, 
stones, etc. 

Don’t give him that opportunity. 
Paint instead a _ delicious mental 
picture. Our own idea of a mood- 
arousing image would be: “The cool, 
quiet waters of Surprise Lake will 
murmur on your own private beach.” 
Love of beauty ... pride of posses- 
sion is amply portrayed here. 

Here’s an appeal to sensuality: “A 
delightful, green lawn—so_ well- 
groomed, so soft looking—you want to 
take off your shoes and wiggle your 
toes through it.” 

“The fragrance of a _ hundred 
different flowers...” 

“The gay colours of border plants, 
guarding your lawn against every- 


. thing but the birds and the bees.” 


For farms: “The sad sweet smell of 
burning leaves .. .” Or, “View your 
own rolling acres from a private hill- 
top”; Or, “Jack Frost always paints 
a riotous canvas around these parts”; 
Or, “If you come this week you'll 
catch the clean odour of good fertile 
soil, newly turned.” 
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“Mother nature didn’t iron these 
acres completely flat. She left them 
slightly rolling on purpose. . .” “Good 
drainage spills water where you 
need it.” 

“Mulched with millions of wind- 
swept autumn leaves.” 

“Mulched with millions of leaves 
from nature’s own cupboards.” 


* * * 


The most common connotation of 
love is man for a woman. Here 
tenderness is exposed, soft and de- 
fenceless. The mediocre, explain- 
nothing Ad says: “A real buy at 
$1,500 down for this four-room 
cottage.” 

How about an April or May Ad to 
read: “Why pay rent? Here is a snug 
Cape Cod cottage, alive with welcome, 
selling for only $1,500 down. A sweet 
little place to take your new bride.” 
How many young couples could resist 
this appeal? Be truthful now. 

“A home which radiates warm 
hospitality . . . just waiting to enter- 
tain your close friends.” “A home as 
young as you want to be!” 

A note of caution: We do not give 
this instruction with the premise that 
you can use any phrase falsely. Mis- 
representation has no place in adver- 
tising. If your listing cannot support 
any of the foregoing claims, turn 
your attention to features that do. 
Direct their attention to convenience, 
price, savings, transportation, re- 
venue, possible future gains, etc. 

You might even say: “Here is a 
good temporary housing until you are 
ready to locate elsewhere.” By saying 
this you give a proud but poor man 
a chance to save face. 


GREED 
This emotion is in us all. Some ex- 
perience more trouble with it than 
others. Price, or what the property 
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can do for the reader is a big factor 
in an appeal to this emotion. One 
might even call it Love... for a 
bargain. 

Note the phrase: “Sacrifice 
owner moving to Chicago, October 
15th.” “Handyman bargain . . . $400 
on a home improvement loan and 
some of your own talents will save 
you at least $2,000.” 

“Cash in a few six percent bonds 
and earn upwards of ten percent with 
the proceeds.” 

“Put your savings to work. Let 
them earn you a comfortable living 
while you holiday in Florida.” 


PRIDE 

Even cynics and _ prognosticators 
can be reached if you understand the 
way to reach this emotion. The 
poor Ad says, “. . . large lot.” Say 
instead, “The spacious grounds invite 
a swimming pool.” 

The dull Ad says, “Double garage.” 
Say instead, “Your own private 
driveway, capable of handling six 
cars.” 

The tired Ad says, “In an exclusive 
district.” Breathing life into the area, 
we write: “An exclusive mantle en- 
velopes the entire neighbourhood”; 
or, “Upper middleclass conservatism” ; 
or, an appeal to a minor group: “An 
elegant atmosphere for dilettantes.” 

How about this heading: “Caviar 
Society” for a listing in the psuedo 
upper-crust districts. Brother, if that 
doesn’t smoke out the pride in certain 
buyers nothing will. However, that 
heading was thrown in for illustrative 
purposes only. If there is a better way 
to appeal to pride, use it. Explore all 
the possibilities (they are limitless!). 

x = * 


As we are aware that status 
symbolism exists why not aim our 
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advertising messages to this end? 
Referring back to the March, 1959 
article we can extract material which 
augments this advice. At that time 
we said: “Entertain friends at your 
own poolside ... nothing like a swim 
and barbecue to start off a pleasant 
evening.” 


“Why drive many dusty miles to 
enjoy a swim? Keep leisurely fit in 
your own pool.” We’ve hit the register 
on several emotions here. Discomfor- 
ture —by conjuring images of dis- 
tressing travel; Health—by stressing 
a ‘keep fit’ factor; pride—by owner- 
ship of the pool. 


“A rolling carpet of carefully 

groomed lawn, under spreading oaks 

a perfect setting for your next 
lawn party.” 


Back in July of this year, a private 
country club outside Toronto who were 
seeking members, ran an advertise- 
ment in one of dailies. The copy- 
writer reached out boldly by saying: 
“To those who can afford it...a 
wise investment.’”’ Obviously two 
emotions are involved— Pride and 
greed. 


Using our own powers of associa- 
tion, we get a lead from this heading 
by saying: “You don’t have to cash 
all your stocks to carry this fine 
home.” As you can see there are 
hundreds of variants possible. 


In our March °59 articles we also 
referred to another offshoot: luxury. 
Rolls Royce ran an Ad which read: 
“At 60 m.p.h. the loudest noise you 
hear is the electric clock.” Love of 
quality, pride of ownership and need 
for creature comforts are reflected in 
this fine heading. 


While we’re on the subject of good 
Ad phraseology, let’s stray farther 
afield and take a peek at headings 
prepared by professional Ad agencies. 
We are pulling your attention away 
from real estate advertising. This is 
done deliberately to show you how 
you can train your mind to “feast on 
other people’s brains.” 


The greatest weapon you have is 
the power of association. See a good 
heading and twist it around to suit 
yourself. We are not suggesting by 
any means that you plagiarize or 
swipe an idea holus bolus. Instead, 
examine the layout, copy or heading, 
or even illustration and think out 
ways of using any one of these ex- 
amples in a different approach. There 
is not (we said this before) a profes- 
sional Ad man who has not received 
a brilliant idea from his examination 
of another layout. Even the clock in 
the Rolls Royce Ad can be fitted into 
your own idea of an Ad format. “Your 


kitchen clock will tick sweetly in this 
quaint, colonial style room.” 
- . * 

This writer, over the past eight 
years has collected a voluminous 
amount of copy which will be even- 
tually woven into the fabric for a 
book on real estate advertising and 
promotion. In this material are a few 
choice headings. It may be a little 
difficult for the reader to get the full 
impact of these gems without the aid 
of the visual, but try and imagine the 
layout sans this help. 

As an example, if you had a trans- 
ocean shipping line as an account 
what treatment would you _ give? 
Would you say: “We are the biggest 
shipping line on the Pacific?” Dull to 
be sure! How can we put “life” into 
the assignment? 

Johnson & Lewis Advertising 
Agency, who handle the American 
President Lines, showed an illustra- 
tion of a coconut with eyes, nose and 
mouth drawn in by faint crayon lines. 
The coconut—which has now been 
given a personality—has a smug look. 

The caption read: “Keeping the 
coconut happy from plantation to 
packer!” Friendly, enjoyable reading 
with strong believability wouldn’t you 
say? 

The I.T.E. Circuit Breaker Com- 
pany commissioned a world famous 
artist to paint a stormy wind-lashed 
sea. Visible in the background were a 
sub, planes and lesser naval vessels. 
In the foreground, a partial glimpse 
of a mighty aircraft carrier from 
which soars a radar screen. The cap- 
tion reads: “‘Reaches way out 
asks who’s there?” What man could 
ignore this message? 

The Adams Hat people captioned 
their illustration: “You can pay twice 
as much for a hat... but you can’t 
tell it from Adam.” 





T.V. personality Art Linkletter— 
whose reputation for sincerity is well- 
established — prompted the Portland 
Cement Company to use him for a 
testimonial. The illustration showed a 
sweeping dual-lane highway. Art 
says: “I’ve driven them all. This new 
type concrete gives you the world’s 
most relaxing ride!” 

Only a cynic would diagnose this 
Ad objectively and realize that it is 
the car itself, mostly responsible for 
the “relaxing ride”. 

Association of ideas? How about, 
“This quaint little farm whispers a 
gentle welcome?” 

When you read both these phrases 
— Art Linkletter’s and ours — you 
perhaps wonder where the connection 
or association is. Both appear quite 
dissimilar. However, you'll find that, 
as you practice the art of advertising, 
you yourself will eventually get asso- 
ciated ideas from situations like this. 
This latent power will begin to amaze 
you as you progress. 

* * * 

We'll conclude with one more Ad— 
the most priceless in our collection. A 
true gem ...a masterpiece in phrase- 
ology. 

The art director and copy writer at 
Ogilvy, Benson & Mather Advertising 
Agency did this one for the British 
Travel Agency. It appeared in well- 
known American magazines last year. 

The mediocre Ad might have read: 
“Come to London visit historic 
Westminster Abbey.” 

Here is their treatment: The illus- 
tration is a vertical shot of Henry 
VII’s Chapel, with hazy light stream- 
ing down onto the crypt from tower- 
ing antique windows. The caption 
reads: “Tread softly past the long, 
long sleep of kings.” 

That Ad is so utterly moving, so 
filled with deep-welling emotion that 
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it strips the reader of all blasé 
cynicism. Any Englishman who read 
this Ad would be filled with a pro- 
found sense of pride. Any foreigner, 
an equally strong desire to visit the 
Chapel. 

Clifford Field, vice-president of the 
Ogilvy shop—who wrote the copy— 
won the Arthur Kudner award for 
creative excellence. Who would ever 
dispute this? 


FEAR 
There is fear in most everyone. 
Fear for the safety of our children; 
our future (pension plan); fear of 
traffic, of leaky basements, even loss 
of investment. 


Examine, if you will, Ads for 
brakes, insurance, sanforized fabrics, 
health foods, medicines, cosmetics, 
paints, fire equipment, locks, flash- 
light batteries, even nursery supplies. 
The nursery Ad reads: “Show ribbon 
roses, guaranteed to bloom first 
year!” A tissue company might say: 
“Holds up to a mighty, man-size 
sneeze.” 


When you see the pictorial horror 
of a car crash, you’ll more than likely 
read a caption similar to this: “Don’t 
let this happen to you. Check those 
brake linings now!” 


The double-paned window firms 
show a picture of a_ partially-clad 
baby playing comfortably in front of 
a window. Outside, the reader can see 
waist-high drifts of blizzard driven 
snow. 

The rugged durability of pre-stress 
concrete is vividly illustrated by two 
companion photos. One depicts the 
debris of a frame unit in the after- 
math of a Florida gale. The other a 
pre-stressed concrete unit apparently 
undamaged by the same forces. 


This safety factor can be played up 
quite often even in an Ad for a low- 
priced home. A thoughtful presenta- 
tion might remark: “A quiet location 
well away from dangerous traffic”... 
“A new 25-year guaranteed roof”... 
“Lifetime copper plumbing”... “A 
home easy to heat” . “A home so 
easy to heat, savings will pay for a 
good family holiday next summer”... 
“Rock wool insulated—no drafts to 
disturb comfort” ... “A famous 
Gurney  oil-fired furnace delivers 





, quick, economical heat to every room 


“All bathroom fixtures by Crane; 
assures beauty and utility.” 


“The high, white picket fence keeps 
your kiddies where you want them.” 


“Baby will sleep safely on this cool 
sheltered verandah.” 
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“All doors hang true .. 
of a house well-built.” 


. Sure signs 


The foregoing descriptive phrases 
show you that even the poorest listing 
has a feature which can be played up. 
The baby-verandah phrase as an 
example could be used on an $8M 
listing. Parental love is indicated 
here. 


Referring back to our former article 
for the last time, we felt that a cer- 
tain paragraph should be reviewed. 
Under the sub-head: “Train Your 
Talent” we wrote: “Like the tap root 
of a tree, basic emotions have many 
offshoots. You can arouse an emotion 
by considering these segments: /ealth, 
ambition, adventure, beauty, laziness, 
comfort, education, sensuality, sports 
and recreation, respect, dignity and 
so on. 

Have your office girl type out a card 
which lists each emotion and offshoots. 
Before you commence composition, 
run your eye down this list. Compare 
one or more with your listing. Extract 
those which fit certain qualities which 
your listing presents. 


* 


A last tip. From now on start 
educating yourself advertising-wise. 
One of the best and easiest methods 
would be to peruse some of the better- 
known magazines. MacLeans, Sat. 
Eve. Post, Home & Garden, Esquire, 
Reader’s Digest, Life, ete., usually 
have the better layouts. 

Study the composition, illustration, 
body copy, logo (signature). You will 
find that, by and large, these Ads do 
a good pre-selling job for the products 
concerned. You may not be overly- 
impressed with the appeal unless you 
are in the market for the goods. In 
other words, even a brilliant, award- 
winning layout might leave you un- 
impressed if you weren’t in the 
market. But, if you were, the better 
Ad would surely sell you faster than 
a dull, uninteresting portrayal ...a 
tired, run-of-the-mill piece of copy 
which looks as if it was done hur- 
riedly so that the creator could take 
off on his holidays. Many Ads give 
this appearance, even those running 
in the better journals. 

We've attempted here to light the 
lantern. Use it now. Get out and flag 
down your own audience. Watch your 
responses grow and your sales with 
them. 


* * * 


To parody Robert Burns: “Oh 
wad some power the giftie gie us. 
To read our Ads as others read 
"em.” 
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@ The English language is a 
when it is well and thoughtfully employed; and there is 
a lot of it waiting to be used. 


CLASSIFIED AD 
CONSTRUCTION 
TECHNIQUES 


I won’t pull any punches in this 
personal analysis of what constitutes 
good or bad advertising. I honestly 
do not believe more than 15% of our 
brokers and salesmen actually utilize 
the full potency of this instrument 
of communication. A loose comparison 
might be the farmer who hires five 
teams of horses to pull one plough! 

Dollar for dollar, this means that 
the majority of our real estate prac- 
titioners are not cashing in as well 
as they might. Only a small per- 
centage are getting any where near 
optimum value. 


Good advertising never describes a 
product in a cold, flat, factual man- 
ner. It should instead play on the 
emotions. It probes and lays bare 
like a neurosurgeon’s knife —all the 
built-in desires and dreams accumu- 
lated over a period of time. 





From time to time through-out this 
article, I would like to show little 
illustrations to prove my point. Here’s 
the first: 

I remember a_ casual 
once made to a sporting goods mer- 
chant who was enjoying only mediocre 
success in the sale of tents, although 
the season was well advanced. He 
was advised to add a few lines in 
the body of his advertising copy. 
These read: “. . . a strong, com- 
fortable tent, just aching to snuggle 
down near fragrant cedars — some 
place far off, near a quiet lake 
where you can drop your line out the 
front flap and catch a delicious break- 
fast.” 


suggestion 


These 35 words opened up a new 
line of thought. The reader was 
given the chance to visualize his own 
idea of a romantic location for that 
tent. And, the tent was part of it. 


lovely and persuasive thing 


— Fred Decker, Printers’ Ink 


The merchant sold 23 tents from one 
ad. Had he used this idea in earlier 
ads, during the height of the season, 
goodness knows how many he would 
have sold. 


Good advertising is essential, but 
must never be used solely as a crutch. 
Good advertising will knock some of 
the props from under a buyer’s re- 
sistance. It is up to the salesman to 
clinch the half-sold prospect. 


Mediocre advertising, on the other 
hand, seeks and hides in the cluster 
of other poor advertising. A reader 
soon wearies of scanning the classi- 
fied sections, night after night. (This 
is especially true in the metro areas, 
where one ad competes with several 
score others). But, this same reader 
will surely respond with re-awakened 
interest if confronted with a dewy- 
fresh, vital, sparkling piece of copy. 


Let us examine the question of 
advertising from another interesting 
angle which should give us a new 
perspective of its worth. When you 
attend an exhibition, why do you stop 
and linger at one booth and ignore 
another? It would be difficult for the 
average layman to consciously put 
his finger on the reason, but, in 
essence, it was the packaging that 
drew him. 


How many of you have attended an 
automotive exhibition and were mag- 
netically-drawn to a gleaming con- 
vertible, revolving slowly on a velvet- 
draped stage upon which were focussed 
myxiad coloured lights? That con- 
vertible was presented so dramatic- 





ally, you were in a _ sense almost 
hypnotized. That is packaging! 


Take the same convertible. Let’s 
rob it of its rightful glamour by driv- 
ing it into a barn, Same apveal? Of 
course not! 


You can package your listing by 
following a few basic fundamentals, 
the most important of which is a 
well-aimed appeal to the emotions. 
(See “How To Write Copy” on other 
pages of this issue.) 


A good advertising man places his 
product on a mental table upon which 
is cast a merciless light. He assesses 
everything. What are its good feat- 
ures? What is there about this 
product (house) that would appeal 
to a buyer? 


Gradually — the more the ad writer 
studies the listing—the better the 
house begins to look to him. In effect, 
he is selling himself. When he has 
reached this stage he is ready to 
write. 


Let us take an actual example. This 
writer went to examine a house which 
had been advertised at least three 
times. The home was in Toronto’s 
Westend, High Park district. Besides 
its location, the house had several 
other good features. Features that 
would impress almost anyone if they 
could only be brought into com- 
munication with the property. 


The ad we read went something 
like this. When you read our own 
attempts later you will spot several 
good features left out of the original 
Ad. We have disguised it somewhat, 
but here it is: 
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HIGH PARK 


$5,000 down— solid brick, six-room 
detached with private paved drive and 
garage. Large, semi-modern kitchen, 
lovely bedrooms, full-sized dining room 
and living room with fireplace; spotless 
oak floors, oil-fired furnace. Only min- 
utes away from High Park and transpor- 
tation. A real steal at $16,500. Owner 
will give possession in six weeks. Act 
fast, this won’t last. Call Mr. 

at XX 0-0000. 


John Canuk, Realtor 


This house was impressive. Its 
salient features, beyond the private 
drive and garage (which any Toronto 
salesman knows is a good feature) 
was its location and obvious excellent 
state of repair. 

There are some Toronto readers 
familiar with this district who will 
question the word treatment given to 
our ads which follow. He will ne 
doubt question this because High 
Park is being settled mostly by ethnic 
groups of European extraction. There- 
fore cur readers will reason that our 
approach is over the head of these 
people. 

If this home was in the Parkdale 
or St. Clair-Dufferin area, we would 
agree. Europeans usually use this 
area as a temporary stop-gap until 
they have enevgh money saved to 
move into the better districts, of 
which High Park is one. 

We reason therefore that people 
shopping for a house in High Park, 
have been here sufficiently long to 
understand and respond to our ap- 
proach. 


HIGH PARK 


$5,000 down hands you the keys to 
one of west Toronto’s lovelier homes; 
nestled amongst stately, half-century 
old shade trees which spread their 
quiet dignity up and down the street 
and, only four easy-walking- 
minutes from the Bloor Carline and 
natural beauty of High Park itself. 


The physical aspects of this fine home 
include: six rooms, solid tapestry brick, 
detached, oil-fired heat; very dry, neat 
basement; natural stone fireplace and 
your own private paved drive and 
garage. 


This lovely home was built by a 
master craftsman and kept in splendid 


4 condition by its owners. Plenty of 


green lawn . . . lots of flowers, white 
picket fence . a nice setting for 
sitting outdoors on a quiet summer 
evening. Brick work, window sash, 
roof, sidewalks, all in excellent repair. 
No worries for years and years. 
The same care is noticed inside too. 
The oak floors gleam with that mellow, 
lustrous patina which only time and a 
dedicated housewife can give. The 
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family-sized semi-modern kitchen is sun 
bright; Mother will have lots of room 
to move about in this room. Upstairs, 
a charming set of three bedrooms offers 
quiet, easy-to-sleep atmosphere . . . lots 
of clothes closets. If you are people 
who love wood panelling, you'll fall in 
love with the dining room. It is panelled 
in warm, glowing walnut from floor to 
ceiling. Has its own privacy too — slid- 
ing french doors separate it from the 
living room. 
This home was listed only 18 hours 
ago at $16,500 but worth half-a-year’s 
salary more. Come see it tonight. 
Phone Mr. XX 0-0000. 
John Canuk, Realtor 


The following ad has a slightly 
different approach. You will note the 
complete price structure is contained 
at the beginning of the ad. Further, 
we attempt to turn a liability into an 
asset. 

We forced attention to the flour bin. 
Normally, this item could be consid- 
ered an old-fashioned liability if 
spotted during an inspection. But, by 
preparing Mrs. Housewife for this, 
her mind may be pleasantly affected 
by nostalgia — something she may re- 
member from her childhood. 


HIGH PARK 


only $5,000 down 
$16,500 is the firm price for this lovely 
six-room, solid, tapestry brick, detached 
home with its own private drive and 
garage .. . yet it is worth four or five 
pay cheques more! 
This home — inside and out — has 
been kept in excellent condition. It 
would be hard for the new owner to 
find work to do. 
You will note the quiet serenity as soon 
as you enter the front door. Chintz cur- 
tains in the sunny semi-modern kitchen 
— mother will love it. Plenty of cup- 
boards (even the old-style pull-out flour 
bin) . . . a kitchen large enough for a 
big family. The kitchen floor is tiled 
but elsewhere, all floors are first grade 
matched oak, mellowed with well-treated 
age. Each of the three upstairs bed- 
rooms welcome contented slumber — 
they’re so neat and quiet. 
The dining room? The soft grandeur 
of this room beggars description; 
chateau-baronial, hand-rubbed wood 
paneling from floor to ceiling. This 
room has its own privacy, being 
connected from the comfortable liv- 
ing room by panelled french doors. 
You couldn’t duplicate this crafts- 
manship for less than $1,500 on 
today’s market. 
What else? Oil-fired furnace, giving 
ample heat; snug, dry basement with 
laundry room and two tubs; wide — cool 
verandah; two outside taps; white picket 
fence with border flowers. 
All this on a tree shaded street, 
four minutes from High Park and 
the downtown street car. 


Some fortunate family will get their own 
keys to this splendid property within 
six weeks or less. Would you like to 
see it? We'll take you tonight. Call 
Mr. at XX. 0-0000 


John Canuk, Realtor 


The phrase “chateau-baronial” is 
our own. This description was coined 
to accentuate a “package” with the 
minimum of words; to provide a 
glamourous setting; even to turn a 
possible liability into an asset. There 
are quite a few buyers who aren’t 
interested in a panelled dining room, 
but do want a house in that neigh- 
bourhood. By bringing this out into 
the open by making that room 
“live”, possibly we may change their 
reluctance to one of eagerness. 

We should dwell on another point 
for your consideration: Did the men- 
tion of “Two outside taps” and “white 
picket fence” help the copy or hinder 
it? 

Expense? Are these ads too long? 
Would the cost of one of these lengthy 
ads attract more calls than four or 
five smaller ads? These things you 
will have to determine yourself. 

* * * 

In the use of classified columns, 
although you are limited to certain 
sizes of type, there are many other 
ways of attracting attention to your 
ad. One of the most salient factors to 
keep in mind is this: Make your copy 
as easy to read as possible. The use 
of bold face caps for body copy is 
faulty indeed. Try reading a block of 
solid copy yourself. Is poses such a 
strain, your mind fails to catch the 
message. Light face lower is the 
proper body copy to use. Any depart- 
ure from this should be used with 
caution. 

The intelligent use of white space 
in another asset. By indenting copy, 
separating body copy into components, 
your message is read easily. 
Another factor to consider is this: 
When you are calling for a certain 
size of type, try not to call for the 
largest possible which will cram into 
one line. 

White space has action of its own. 
Used sensibly it flows up and around 
blocks of copy, and permits easy read- 
ing; neatness and attention-compelling 
interest. Lack of white space makes 
an Ad too ‘Busy’. 

Continued on page 15 
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BRAINSTORMING 


Here is a good tip for those Realtors who cannot afford 
the services of an advertising agency or free lance con- 
sultant. Why not try the brainstorming method for pro- 
ducing million dollar ideas? Use your staff. Creative 
excellence comes from the strangest of places sometimes. 
Poker-faced facades oftime conceal minds seething with 
creative ideas. 

For example: let us say your firm will soon launch the 
opening of a residential development or even a shopping 
centre or new office building. Here is what you can do. 
(enlarge on this list or change it to suit the circum- 
stances). 

Prepare a fact sheet. This series of problems will be 
distributed to your staff and guests. Upon this sheet list 
the following: 

1. selection of name for development. 


2. methods of creating a good image amongst: 


a. town council 
b. neighbouring residents 
c. press reporters 


d. various other publics 


CS 


selection of theme around which we tie our pro- 
motion and advertising. 

4. what kind of entertainers should we hire. 

5. what date and day of week should opening be set? 
6. what line should we take to get editorial mention 

in newspapers, on radio and T.V.? 

7. what methods should be used to demonstrate a 
model home? 

8. how can we assist our salesmen on the property? 

9. what promotions can we use to impress visitors 

while examining half-built homes or vacant lots? 

10. what kind of buyers might we expect: labourers, 

factory workers, office personnel, executives? 

Now that the sheet has been prepared, distribute one 
each to your staff and any guests you intend to invite to 
the session. Warn each one not to discuss the session or 
divulge any ideas. Tell them the purpose of the coming 
session would be damaged if ideas are bandied about 
beforehand. 

Give your group two or three days to mull over the 
problems. The reason for this is startling. When each man 
reads the sheet the problems sink down into the sub- 
conscious which is a deep storage well of experiences, 
intuition and instinct. Coupled to this is an admixture 
from a lifetime of reading and absorption of ideas and 
opinions. Brainstorming will tap these pools for you. 


THE MEETING 

The group is assembled, preferably around ten in the 
morning while minds are still fresh. Each person is asked 
to destroy his fact sheet and is instead given a blank sheet 
upon which he can jot down ideas as the meeting pro- 
gresses, or use it for plain old doodling. 

The moderator has previously arranged to have a steno- 
grapher available for short hand notes. She is instructed 
to record everything which follows the theme of the meet- 
ing. Superfluous conversation is of course ignored. 

The moderator sits in front of his group. At his side is 


a bell. He warns the group that only positive thinking is 
acceptable. Otherwise he will interrupt by ringing his bell. 

He warns that he will also ring the bell if anyone scoffs 
at any suggestion from the floor, or laughs at any idea 
advanced. 

One other purpose of the moderator is to keep the affair 
going at a fast, enthusiastic clip. 

ACTIVATION 

The group is now ready to begin. The moderator reads 
out the first question: “What is a good name for our 
development?” 

Back come the answers: “How about Jefferson Heights?” 
Another says, “How about Jefferson Valley?” From 
another, “J like Ripple Valley!” 

You will note that the initial response got two take-offs 
from the original idea. 

That is the purpose of this type of session. One response 
starts a man thinking along lines he hadn’t thought of 
before. This shows the value of powers of association. 

When the moderator brings the meeting to a close— 
perhaps to be continued another day—all notes taken are 
analysed. From this a pattern for overall promotion and 
public relations will develop. 

Try this method. It produces a good cross-fertilization 
of ideas. Further, it induces esprit de corps amongst your 
staff. The latter is obvious because each man has now 
become an enthusiastic, integral part of the development. 


DEALERS wantep 


We wish to appoint a number of franchised 


agents to sell our 15,000 WATERFRONT 





homes on Florida’s beautiful west coast. 


We will supply displays, literature and other 


material to those real estate brokers selected. 


A courteous staff at the site, will handle your 
protected customers. A liberal commission 
arrangement will be made. Call, write or wire 


for full information about fabulous: 


ULE HARBORS 


FLORAMAR DEVELOPMENT CORP’TN 
(FLORIDA GULF HARBORS INC.) 
203 N. Michigan Ave. 
Chicago 1, Illinois 
ANdover 3-6614 








The layout on opposite page arouses several emotions; the most efficacious being parental love. Because of the strong 
impact presented by the young lass, this combination could be repeated over and over without fear of dull repetition. 
All copy and type was chosen to beam in on the young executive wave length. Assurance of good construction is created 
by shield and motto: “Ease with dignity”. Honesty is also reflected in the shield. Note the ease in which the eye can scan 


all portions of layout without irritating interruption. 


10 


WY GIVES YOU DIGNITY 


A BEAUTIFUL HOME TOO! 


Out here (only 28 minutes from Metro), hundreds of trees lift plucking fingers into the clean, sweet 
breezes newly-arrived from Caledon Hills. Rugged oaks, politely disdainful of slender birch grouped in 
gossip; towering Lombardy poplars dressed in regimental line . . 
to settle down. 





. all pleasantly aware company is coming 


Forestville Circle promises this natural tranquility plus homes so well-built each fairly breathes comfort, 
dignity, dependability. Functional beauty is expressed in every single feature: floors, cabinets, sparkling 
bathroom utilities (quality products all); closets, quiet easy-to-sleep-in bedrooms; spacious and charming 
living rooms, each with natural stone fireplace. And, outside, fifty-five feet of grass-carpeted property 
alive with sun-dappled shadows from your own trees. Your property goes back one hundred and fifteen 
feet! And, this sylvan setting quite close to shopping, good transportation and schools! 


Prices start at $16,650 for the lovely Burntree — a 3-bedroom, MOVE WESTWARD — 


two-storey beauty at $1,665 down — to the ultimate in good Come to Forestville Circle tonight . . . 
living, the splendid split-level Townsend — seven rooms of right after the dinner dishes are tucked 
choice space (4-bedrooms, 2 bathrooms, 2 garages) going for ae ae ae ee 
$26,500 with $6,900 down. There are 12 other styles, custom 


stop in and see our two model homes. 
We think your family will say: “Daddy, 
let’s live here!” 


designed by an award winning team. 


Enjoy your ride out 409 to #14, 


Xe turn north 3 miles to our signs. A John canuck & Sons 


welcome awaits you and your family! MASTER BUILDERS SINCE 1928 
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what's ina sign? 





Signs are like people. They can shout and sing; or beckon mutely. They have 


individual magnetism or dull personalities. They're dynamic or sullen; drab 
or gay. They're blatant or dignified; oppressive or appealing . . . and they all 
reveal something of their owners. How does your sign sell you? 


“What’s in a sign?” questions an 
article printed in “Money Making 
Ideas”, a bulletin published by the 
National Institute of Real Estate 
Brokers. The article to which we 
refer was printed in October, 1957. 


Along with other information, the 
bulletin contained testimonials from 
various American Realtors attesting 
to the value of signs outside listings. 
Emerson B. Read, The Keyes Com- 
pany, Miami, Florida said, “There is 
no medium which sells real estate 
faster than a sign!” Signs are silent 
salesmen 24 hours a day; and they 
not only produce sales . . . they also 
get higher prices!” 


Every salesman in the Keys firm is 
protected on sign calls. Listing sales- 
men, not floor men, get all calls origi- 
nating from a sign. 


Mr. Read claims that 50% of all 
sales can be traced to signs. He 
states, logically, “I have sold homes 
to people who, up until the time they 
saw one of our signs outside a listing, 
hadn’t even thought of wanting 
another home.” 


“And too,” he says, “a sign will 
stimulate an entire neighborhood. 
Quite often, people living in the area 
do not know that a certain house is 
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up for sale, yet they have been asked 
by their friends to let them know 
when a house near them is available.” 
All this causes a chain reaction, claims 
Read. 


“Sold Signs” result in additional 
business by attracting other listings, 
Mr. Read asserts. He said that the 
evidence you have been successful 
with the sale of one house in the 
neighbourhood usually bears favor- 
ably with the neighbors. 


Elsewhere, Thomas O. Myers of 
Elmhurst, Illinois says, “We are 
getting as many, if not more replies 
from our signs than our advertising 
in metropolitan newspapers. We find 
it easier to work with a customer — 
who has been attracted by a sign on 
our listing — than one who has a 
newspaper in his hand. We can 
reasonably assume that he is satisfied 
with the outside appearance of the 
property and its location.” 


Geometric designs, colors and word- 
ing play an important role. Your 
sign either has impact or not, depend- 
ing on these factors. If you crowd 
your message so that it is difficult to 
read at even thirty or forty feet, then 
you have wasted some of the impact. 
Signs should be easily read. Further, 
the geometric pattern should be such 





as to establish a firm’s identity, imme- 
diately it is seen. 


On these pages you will find illus- 
trations good and bad. Compare your 
sign with these. Does your sign stand 
out? Is it easy to read without irri- 
tating eye strain? Can it be read from 
a moving car in dull weather? Does 
the sign lend to the image you wish 
to create: that of a broker with 
houses for sale? 


Don’t be complacent or fatalistic 
about a mediocre sign. If you have 
one, don’t be stuck with it simply be- 
cause of the attitude, “I’ve had it for 
a long time . . . everyone knows it by 
now.” That is not the case. Prospec- 
tive customers never remember signs, 


unless they are outstanding. A sign 
is more than just announcing that a 
certain listing is for sale. It serves a 
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PRICES! 


SIGNS 


Made by Dutch mastercraftsmen! Specially 
weather-proofed! 


As an example, we will reproduce your present 
sign tor as low as: 










2*«3— 18"" x 24" — 
¥,"' masonite ¥,"’ masonite 
2 colours & 2 colours & 
background back: ound 
$1.20 ea. per 100 65c ea. per 100 


Tax Inc. Tax Inc. 
(Fluorescent colours no extra charge) 








Shipments from coast-to-coast 


Write today for free catalogue 


Canadian Signs 


14 Grey St. Brantford, Ont. 
Plaza 3-7657 
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dual purpose. Its other reason for 
existence is its institutional value. 
Its image is retained in the sub- 
conscious where it remains until such 
time as the viewer himself decides to 
buy or sell a house. That may not be 
for a year or two... but, if a good 
sign can do this ... why not? 


Profile 


CAREB Regional Vice-President 


for Provinces of Nova Scotia and 
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DAVE CONGER 
1702 TENNESSEE ST. 
VALLEJO 84/4! 


Prince Edward Island 







BUY. SELL 


THROUGH 


we 
MARTEL 


LIMITED 


Every motorist is trained to recognize LI M ee ee ee eee) 


a ‘’Stop’’ sign. Mann & Martel, Tor- 


onto Realtors have cashed in on this g a ] y 4 F F 
premise by designing their sign in the oe 


familiar octagonal shape. Its a real 
attention-getter. RIGHT: Dave Conger 


C. F. Whynacht, F.R.L, A.A.C.I. 


If you intend to follow a “blocky” Cec Whynacht was born and raised 
infuses his sign with a story book format, care must be taken to see in Lunenburg, N.S. He comes from a 
atmosphere. It is quaint, pleasant and that the sign doesn’t become ‘‘too seafaring family. His father was one 
memory-provoking busy’’. If you crowd message impact of the last Nova Scotia skippers in the 
is lost. Although the above message days of sail. Although oftimes tempted 
is fairly easy to read in its present by the sea (he took several trips with 
“ae, Ves : black and white form, the use of his father) fate indicated otherwise and 

aad wrong colours will reduce readibility. he remained a landlubber. 
aa 1 Mr. Whynacht received his education 
HO9- T FT in Lunenburg and the Maritime Busi- 


ness College in Halifax. He left school 
in 1939 to join the West Nova Scotia 
Regiment and proceded overseas with 
the First Div. as a sergeant. He was 
commissioned in 1942 and rose to the 
rank of Major before discharge in 1949. 
The late King George VI presented him 
with an M.B.E. at Buckingham Palace 
before he returned to Canada in June 


ek Be 





LEFT: Power of association is bought 1946. 
forcibly to our attention by the . 

a Pointer-Coon & Wood sign. Another After a short stint as real estate 
POINTE R-COON thought-provoking layout. ABOVE: sulesman in Toronto, Cec. returned to 
AND Woo D INC The Triezenburg name is accentuated Nova Scotia as a salesman for Town & 
; by pine trees. William Fysh, another Country Ltd. Later he became their 
FIRST SAVINGS i“) SAGINAW Toronto Reolto a f _ sales manager, then just before leaving 
& LOAN BUILDING ) Pe" 36403 ee eee ee ee ee Ried . sacs 
ation to establish a corporate image to start up his own brokerage business, 


he became the firm’s General Manager. 
His business now has grown to en- 
compass residential, commercial and 





industrial sales, as well as property 

Colour Chart management and expropriation work 

The proper use of color assists on white. A red on green is a connected with the re-development of 
the impact or readability of a poor combination, particularly bad Halifax. He also does considerable 
sign or billboard. In order of im- iene cikiiie -oamai: elk: tae eile appraisal work throughout the province... 
pact, the best dual-color combina- Mr. Whynacht has been active in 
tion is: Black on yellow, green blind and cannot distinguish the organized real estate for a number of 


on white, red on white and blue contrast. Continued on page 25 
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itt [nverness - the only thing quieter than 


one of our evenings ts a Rolls Royce 


erness this week-end 








Drive eat io incernes: thts week-ornd! 


* . tesa ate for amt vom $88 aay 
- nae 33 > wrndasis 


Arthur T. McIntosh & Company 
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THE ABOVE ILLUSTRATION shows how association of ideas 
can be used to good advantage in the preparation of copy 
Waldie and Briggs Agency of Chicago prepared this series for 
Arthur T. McIntosh & Co. who are developers of a prestige 


residential area northwest of Chicago. Homes range from 
$38,000 to $52,500. (see story below). 


POWER OF ASSOCIATION 


We found a veritable gold mine in the August 14th issue 
of Advertising Age. While perusing that journal we dis- 
covered an illustration of Arthur T. McIntosh’s fine adver- 
tising layout. It is a quality Ad designed to pre-sell 
Chicagonians on the lovely tranquility of exclusive Inver- 
ness. The co-incidence is startling. If you refer to our 
article on page 6 or go back further to our March, 1959 
article, you will note certain passages dwelling on associa- 
tion of ideas. Waldie and Briggs Agency, who handle the 
McIntosh account obviously hold to this premise. Note 
their reference to Rolls and the clock. The results reflect a 
prestige image. 

The Inverness copy reads: 

“In Inverness the only thing quieter than one of our 
evenings is a Rolls Royce. 

“It has been said that in a Rolls Royce at 60 miles an 
hour all you hear is the tick of the clock. Now we admit 
there’s a bit more than that to an Inverness evening. But 
not much. Among the birds, a few-stay-up-lates call time 
on daylight. The leaves definitely rustle. And crickets, 
depending on the temperature, are more or less busy. But 
in all, it’s a soft sound and welcome. 


14 


“Of course, life in Inverness is as quiet or as full as you 
wish to make it. We have our own private golf club, 
swimming pool, tennis courts, bridle paths and five-acre 
playing field. The latter for the small, noisier set. 

“Inverness sites are all naturally rolling. Each is at 
least one acre. Many are handsomely wooded. And every 
one is reached by winding black-topped roads. 

“Won’t you come out for a private tour of Inverness 
soon? Find out how wonderful life can be just 35 minutes 
northwest of Chicago.” 


The above layout offers efficacious evidence that an idea 
for a real estate ad need not be mimicry of other stylized 
real estate ads. Creative Ad writers will find the glimmer- 
ing of a good idea from constant examination of Ads por- 
traying goods ranging from tin tacks to the more bulkier 
elephants. Remember: the power of association is your 
biggest asset. 


UNION DISPUTE AIRED 


(From NAREB Realtor’s HEADLINES — 3/6/61) 

In a far-reaching decision and order last week, the 
National Labor Relations Board dismissed a complaint 
before it, which action had the effect of upholding 
members of the Seattle Real Estate Board in their defense 
against the efforts of the Teamsters Union to require that 
real estate salesmen join that union. 

The complaint had been brought by the union charging 
unfair labor practices by the real estate brokers. The 
brokers challenged the jurisdiction of the NLRB over the 
real estate brokerage business. 

In its decision, the NLRB upheld the recommendation 
of the trial examiner that “. . . even if legal jurisdiction 
were shown, none of the Board’s (NLRB) existing dis- 
cretionary jurisdictional standards is applicable to the 


business engaged in by the respondents .. . The establish- 
ment of a new standard applicable to the real estate 
brokerage business is not warranted ... At best (it has) 


only a remote relationship to interstate commerce.” 
Unless appealed to the courts, the order of the NLRB 
was expected to bring to an end a three-year struggle 
between Realtors and the union effort to enforce 
Teamster Union membership upon real estate salesmen. 


“They're asking 17 ...er... 





CLASSIFIED — 
Continued from page 9 


We cannot — even remotely — cover 
the entire field of classified ad tech- 
niques in this article. Most Canadian 
newspapers have printed educational 
material which is available for your 
use. Phone the classified Ad manager 
of your newspaper and ask him for a 
complete rundown on all sources of 
information open to him. Ask him if 
you might borrow his material, or at 
least, where he obtained it, so that 
you might purchase one or two books 
or booklets on this subject. 

* * * 


There is one closing observation we 
would like to make. No matter how 
many calls your advertising brings in, 
it is what you do with them that 
counts in the final analysis. A poor 
salesman could do less business from 
hundreds of calls off a full page ad, 
than a good salesman might with one 
lukewarm call from a two line ad. 

You will get the calls from good 
advertisements. It is entirely up to 
you what you do with these. The 
purposes of this article was not to 
teach you to sell but only to 
increase the amount of business you 
might expect when you do advertise 
... properly! 

W. R. Blend, in his article “Write 
Human Interest Copy”, as published 
in The National Real Estate and 
Building Journal (copyrighted, 1950), 
concluded his article with these words: 
“The more naturally you tell it, the 
easier you sell it”, And, “The more 
you tell, the quicker you sell’. 

Do you tell enough? 

C.A.R.E.B. has a booklet that gives 
some excellent tips. Send in $2.50 to 
The Canadian Association of Real Estate 
Boards, 20 Eglinton Ave. East, Toronto 
12. Ask for: “The Broker’s Ad Writer”. 
(Please allow 30 days for delivery). 
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SUMMER PIRATES 


Another Canadian Realtor has 
swung to the romantics to sell off 
a summer cottage and site develop- 
ment. (See Protection Island article 
in The Canadian Realtor, November, 
1960) 

E. A. Mitchell, a Brampton, Ont- 
ario Realtor, who heads Mill Run 
Developments Ltd., has captured the 
appeal of medieval pirates to create 
an exotic setting. His firm has 
labelled several features — on a 
newly-purchased lake on the south 
periphery of the Muskokas — with 
names such as: Hook’s Point, Black- 
beard Falls, Nassau Bay, Treasure 
Island, Eagle’s Roost, Cutlass Point, 
ete. 

The 600-acre purchase around %4’s 
of the lake is sub-divided into 75 lots 
ranging from $800 for a 107’ site to 
$2,940 for 294’. Although average 
footage runs around $13 per front 
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foot, some lots have been reduced to 
as low as $8 per foot, due to land and 
beach conditions. 

Pirate’s Cove (which is the tempor- 
ary name of the lake until an official 
one is chosen and registered) origi- 
nally had a slightly unpleasant con- 
notation. It was called Leech Lake 
by cartographers. For obvious rea- 
sons the name is to be changed. 

Mill Run Developments Ltd. will 
also sell a package deal with site and 
“Buccaneer” pre-fab. cottage running 
from $1,745. Down payments for this 
package (cabin 22’ x 16’ unassembled) 
will be $174.50 and payments at 
$30.75 per month—P.I.T. included 
— amortized over seven years. 

E. A. Mitchell reports that 10 sites 
have been sold in a two-week period 
project commenced August Ist. 

The development, which is 16 miles 
East of Bracebridge, will be serviced 
by representatives of Shier Real 
Estate Ltd., Bracebridge. 


To: CANADIAN INSTITUTE OF REALTORS, 
20 Eglinton Ave. E., Toronto 12, Ont. 


I hereby apply for enrolment in the Institute’s Course of Study to be presented through the Correspondence Division 
of the University Extension Department, University of Toronto, and commencing September 30th, 1961. 


[_] enclose $100 as payment for the Ist Year’s Course 
{_] Lenclose $100 as payment for the 2nd Year’s Course 


[_] I enclose $100 as payment for the 3rd Year’s Course 


I agree to conform to the conditions of enrolment as set out in the syllabus issued by the Canadian Institute of 
Realtors. I am aware that fees cannot be refunded. 


Fill in Education and Experience — See overleaf. Signature i a 
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2-PRONG PLAN 
SALES STIMULUS 


A few months ago, The Toronto 
Real Estate Board was casting about 
for a panacea to bolster lagging co-op 
sales and reduce processing costs for 
photo co-op listings. The board of 
directors came up with two ideas: the 
first—as a result of a budget-control 
analysis—was beamed at reducing the 
flood of over-priced listings which 
were placed on TREB’S books at $5 
per listing (considerably below opera- 
ting costs per unit). TREB had 
hitherto been forced annually to 
attempt a forecast analysis (for 
budget purposes) using as a base the 
$5 listing fee plus a fractional percen- 
tage of each listing, when and if it 
sold. It was a cumbersome chore for 
the financial committee. 


The second idea advanced was a 
contest to stimulate co-op sales in a 
temporarily depressed market. 


Both schemes proved out beyond the 
most sanguine expectations. TREB’s 
$10 flat fee per listing was so success- 
ful, the cost per unit has been reduced 
to $8 per. At the same time the 
board’s ratio of listings to sales has 
crept closer, proving that  broker- 
members took heed of their liabilities 
by encouraging their salesmen to list 
at more marketable prices. In effect, 
the plan discouraged the dumping of 
unmarketable listings on the photo 
co-op market. 
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Ted Kostuch of Aloi Bros. was winner of TREB’s first ‘Gold Rush” listing-sales 


contest staged this summer. He received 28 gold sovereigns (worth $10 each). 


Prizes totalled 225 gold sovereigns. 


The scheme has three interesting 
and highly favourable side-effects: it 
backed up TREB’s advertising pro- 
mises to the public that listing in the 
photo co-op pool was a good merchan- 
dising procedure; it gave the financial 
committee a fairly easy task in fore- 
casting fiscal year budgets; and 
finally, under the new set-up the list- 


ing broker is allowed to recover his $8 
listing fee by assessing this amount to 
the selling broker when a listing is 
sold. It is obvious that a good listing 
salesman now has the proper tools to 
carve a good living, without adding 
extra costs onto his broker-employer’s 
books. 

Continued on page 22 


APPLICATION FOR ENROLMENT: Print in block letters, or type. 


Name 
City 
Home Address 


EDUCATION Year 
aaa Attended 


High School 
University 
Business Schools 


Special Courses 
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Did You Certificate 
Graduate 


ae Province 


Age 


Do you belong to a Real Estate Board 


Name of Board 


or Degree 


EXPERIENCE 


ak ii Present Employer, Address, and Nature of Business 


Present Position 


Years of Experience in the real estate business 


MONTHLY CO-OP STATISTICS FOR JULY 1961 
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TRY THE LIGHT TOUCH 
Prentice-Hill, Inc., one of America’s largest book 
publishers puts out a newsy little folder entitled: “Real 
Estate Opportunities”. The material usually has a few 
good tips on Advertising & Promotion. 


Here is a clipping which tells you how to get a better 
grip on the market. The article starts off: 


“Let’s face it. Real estate ads are not always the most 
stimulating reading that a newspaper has to offer. A 
prolonged search through the classifieds can leave your 
prospective clients as numb and as glassy-eyed a3 a 
weary motorist after an all-day drive through a stretch 
of flat, unchanging countryside. 


ADVERTISING TIP: 

Freshen up your ads a bit. Blunt 
honesty mixed with humor will have the same effect on 
the reader that a fine roadside park has on the tired 
tourist. He'll stop and rest a while to see what you 
have to offer. 


Use your wit. A different type arrangement or a catchy 
headline will snag the reader’s attention. But humor will 
give him something to remember you by. It can sweeten 
a bitter fact and, like sugar coating on a pill, make it 
more palatable. 


Public relations man Ted Worner (he’s head of Ted 
Worner & Associations, New York City) successfully 
rented a renovated apartment house he had bought in an 
unpleasant neighborhood on a street ripped-up for ex- 
tensive repairs. 

He called these bad points to the reader’s attention in 
his copy. Prospects arrived already prepared for “an ugly 
but neighborly plant near-by”, and a “slightly beat-up 
street” that ‘will get better, it can’t possibly get worse.” 


The apartments had many fine points: extra-large 
rooms, spacious closets, modernized kitchens and bath- 
rooms. But to most people these were offset by the 
absence of elevators. 


Worner capitalized on this by appealing to those “in 
the market for exercise and reasonable rent.” One 
classified asked, “Did you know that walking upstairs is 
just as good for you as 9 holes of golf — and isn’t nearly 
so expensive?” Even the top-floor apartments went after 
that joint appeal to the muscles and the pocket-book. 


Prepared for the worst. Burton Immen of Arlington, 
Vermont, was equally frank —and equally successful — 
in selling a poorly furnished Colonial farmhouse. 

His ad first stressed the many advantages of the pro- 
perty, then ended like this: 


. All household furnishings are included but they 
are pretty bad: three-piece living room set complete 
with moths, 5 beds, 5 dressers, space heater, droopy 
refrigerator, ete. The owner does not want the junk, 
either, so the price would be the same with or without 
furnishings. 


You can bet the prospects felt no sudden letdown on 
being shown through that house. Immen had prepared 
them for everything, right down to the moths. 


WHAT TO DO: 


Don’t be afraid to face unpleasant 
facts about a property that still has much to offer. Hard 
truths can sometimes be softened if treated lightly. But 
don’t overdo it! Humor is best used sparingly, and 
only on properties of limited appeal.” 
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DON'T HESITATE— 
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PRICES start at: $15,650 to $26,500. Splits #409 to #14, turn north for 3 
ranchers, 2-storeys. 
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“Canada’s Smartest Development” 
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There is a school of thought which insists heavy boxcar type 
is essential if a daily newspaper display Ad is to stand out from 
the pack. The above Ad is actually a conservative specimen 
of this ill-advised premise. We have seen far more flagrant 
examples within the last six months. 

Note the bad mixture of type families; the unnecessary large 
signature; the arresting enclosures which do not permit eye 
flow; the blatant attempt to be witty. The only emotion aroused 
here is one of irritation. Sub-consciously the mind would create 
its own poor image of the property. The only redeeming 
feature is the illustration. (By the way, our printers didn’t 
make this layout as blatant as we would have wished!) 





MAGAZINE BINDERS 


Here is a good glossy, 
manila 3-hole binder avail- 
able to file copies of your 
Realtor magazine. Holds 
12 or more issues! 


I 


Order from: 
Canadian Association of Real Estate Boards 
20 Eglinton Ave. East, Toronto 12 HUdson 1-5191 
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A Hydro salesman, Basil Darling discusses plans for electric heating in homes to be built in North Bay with builder salesman Harold Vosburg (right). 


That’s the opinion of Harold Vosburg, Sales Manager for Hill-Clark-Francis Ltd., and he should 
know. He’s been in the building business for 18 years and has a reputation for keeping on top of 
what’s new and better. m The company is planning a number of homes for the North Bay area. 
Their second electrically heated house was built for a doctor who, incidentally, specified electric 
heating. This further reflects the rapidly growing builder and buyer preference for this most 
modern heating system. Customers like its absolute silence, cleanliness and its room-by-room 
control. m In the interest of better electrical living, these homes, like the others planned, meet 
Gold Medallion and Triple Seal standards. Baseboard heating units are being installed. @ To sum 
‘up, builders like electric heating from a straight cost and profit point of view. And they find 
home owners like it for conveniences not provided by any other form of heating; SO HOMES 
SELL FASTER. @ For these practical reasons, 

wesuggest you call yourlocal Hydroofficeforcom- ONTARI oO aR: : 
plete details and professional planning assistance. 
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Boards 


PRESIDENT'S REPORT — 


It is a pleasure to report to you 
again on the activities of your As- 
sociation. Unfortunately, a conflict of 
deadline and meeting dates recently 
has prevented me from reporting in 
every issue of The Canadian Realtor; 
however, I will attempt to cover in 
this report as many items as space 
will permit. 

Since my last report an Executive 
Committee Meeting and a Directors’ 
Meeting were held on June 1 and 2 
respectively, and another Executive 
Committee meeting July 28th. 

An excellent attendance of 42 per- 
sons at the Directors’ Meeting of 
June 2 is indicative of the interest 
taken in your Association’s affairs by 
your representatives. 

One of the most pleasant aspects of 
this meeting on which to report was 
the finalizing of arrangements for the 
moving of the joint offices of 
C.A.R.E.B., C.I.R. and O.A.R.E.B. 
from 109 Merton St., Toronto, to 
newer and more modern accommoda- 
tions at 20 Eglinton Ave. East, 
Toronto. Our Executive Secretary ad- 
vises that a telephone has been in- 
stalled in the new board room espec- 
ially for the convenience of out-of- 
town members who have business to 
transact in Toronto. As long as no 
meeting is in progress this room is 
at your disposal, so why not drop in 
and make use of these facilities when 
you have an opportunity. 

As the result of a suggestion made 
by the Hamilton Board your Resolu- 
tions Committee proposes to submit 
any suggested resolutions received 
during the year which are approved 
by the Executive Committee — to all 
member boards—for consideration 
prior to the annual meeting. This will 
allow them to give instructions to 
their voting delegates. This proposal 
is only workable if suggested subjects 
for resolutions are submitted much 
earlier than in the past and its suc- 
cess is dependant upon the co-opera- 
tion of members and member boards 
alike. 
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The Education Committee’s plans 
for three trial courses in the funda- 
mentals of real estate are almost com- 
plete and I understand that one course 
will definitely be be held in Sudbury 
during October. By the time you read 
this report two other courses in 
eastern and western Ontario will no 
doubt have been confirmed. All boards 
in the vicinity of the centre where 
the course is held will be receiving 
pertinent information from our Ex- 
exutive Offices and I would urge you 
to make the most of these opportuni- 
ties to educate your new salesmen in 
the up-to-date methods of our voca- 
tion. Perhaps some persons who are 
not new to the business would also 
derive considerable benefit from atten- 
ding these courses given by the 
Educational Director of the T.R.E.B. 
If the sessions arranged for this year 
are successful, the Association is hope- 
ful that something of a more perman- 
ent nature—on a continuing basis 
—may be planned. 

Due to its provincial nature, Legis- 
lation and License Law quite natur- 
ally demands a great deal of atten- 
tion and I am sure you will agree 
with me after you persue the follow- 
ing, this is exactly what it is receiv- 
ing. 

Your Legislation and License Law 
Committee at the moment is work- 
ing on the following projects: 


1. MUNICIPALITIES PAYING 
COMMISSIONS ON THE SALES 


OF MUNICIPALLY-OWNED 
LANDS. 

This item has been the subject of 
much research since an article ap- 
peared in the Canadian Realtor some 
time ago to the effect that muni- 
cipalities could not legally pay com- 
missions. As far as we can ascertain, 
there is nothing in the Municipal Act 
which either allows or prevents muni- 
cipalities making commission arrange- 
ments with Realtors and a Toronto 
district municipality has recently been 
advised by the Department of Muni- 
cipal Affairs that commissions may 
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be paid on sales of municipally- 
owned industrial lands but that De- 
partment Approval would be withheld 
“if the net amount realized after pay- 
ment of commission did not represent 
a fair market value or rental, as the 
case may be.” The Committee will be 
reporting further on this matter at 
future Executive Committee Meetings. 

2. DEPARTMENT OF _ HIGH- 
WAYS REGULATIONS CONCERN- 
ING REAL ESTATE SIGNS. 

This subject was brought up for in- 
vestigation by the Toronto Real 
Estate Board and we are presently 
attempting to arrange a meeting with 
Department officials to discuss these 
regulations and impending revisions 
of them. 

3. SELECT COMMITTEE ON 
THE MUNICIPAL ACT AND RE- 
LATED ACTS. 

All member boards have been cir- 
cularized in this connection with the 
request that any submissions be 
forwarded to the special sub-com- 
mittee which will be preparing the 
brief on behalf of the Association. 
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Manufacturers & Distributors 
of a very large selection of 


Promotional Advertising 
specialties and Gifts, especially 
designed to meet the require- 
ments of the Real Estate Trade 
From Coast to Coast. Consult 

our advisory department. 


ACME RULER 


& ADVT. CO. LTD. 


512 Rhodes Ave. Toronto 





The Select Committee of the Legisla- 

ture is studying several Acts — the 

majority of which are of great im- 

portance to realtors—and I cannot 

emphasize too strongly the importance 
of each member board making sug- 
gestions for consideration by the 

Association’s special sub-committee. 

The Toronto Real Estate Board and 

the Hamilton Real Estate Board are 

both reviewing the Assessment Act 
and I am sure that this will result 
in many helpful suggestions being 
made to assist our sub-committee. 

* * * 

The Standard Forms Committee has 
completed a review of the Farm 
Property Listing Form and is pre- 
sently working on revisions to the 
Sales Record Sheet. Certain mortgage 
forms are also under consideration 
and may well be adopted as standard 
forms of the Association. 

The Policy Planning Committee at 
the Directors’ Meeting of June 2nd, 
recommended the following policies 
to be pursued by the Association and 
these were adopted by the Board of 
Directors: 

1. EDUCATION 

(i) It shall be the immediate and 
continued policy of O.A.R.E.B, in 
the educational field that: 

a. A campaign be initiated to see 

that every Board examines its new 

members (active and associate) on 
the educational manual. 

b. At the same time all boards 

should be encouraged to make it 

mandatory that all new applicants 
purchase or be supplied with the 
educational manual. 

(ii) A program of lecture courses be 
pursued sending the lecturer to 
boards as requested and that lecture 
courses be set up on a self-sustain- 
ing basis. 

(iii) Continue to encourage a pro- 
gram of University lecture courses. 

2. CONVENTION 
That the Association establish a 

policy of holding its annual conven- 
tion at Toronto unless another city 
can establish that it can accommodate 
all meeting facilities and the bulk of 
personal accommodation under one 
roof. 

3. MEMBERSHIP 
It shall be the policy of this Associ- 

ation to discourage local boards creat- 

ing unhealthy barriers to membership 
with initiation fees that are too high. 

The membership committee should re- 

view our statistical reports with a 

view to drawing conclusions regarding 

an appropriate formula for initiation 
fees. 

4. APPRAISAL COMMITTEE 
It is recommended that an appraisal 
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committee be formed as a standing 

committee of this association with a 

view to: 

a. Establishing liaison with all groups 
concerned with appraisal. 

b. In consultation with the Education 
Committee seek means of indoctrin- 
ating our members with appraisal 
fundamentals. 

These policies, of course, do not 
represent all the objectives of the As- 
sociation but are merely additional 
guide-posts, some of which have al- 
ready been attained. 

Mr. Lloyd Found, M.A.I., A.A.C.L., 
S.R.A., A.S.A., of Lindsay has been 
appointed chairman of the newly- 
formed Appraisal Committee and has 
begun to organize his group 

Your Research Committee has 
given very careful consideration to 
the resolution which was passed at 
our Windsor Convention concerning 
the make-up of local planning boards 
and the amount of notice required of 
planning and/or zoning changes. 


This resolution has been submitted 
to the Minister of Municipal Affairs 
together with the comments of the 
Research Committee which had been 
approved by the Board of Directors. 
Copies of the submission to the Min- 
ister have gone forward to all Board 
Presidents with the request that 
action be taken by each real estate 
board at the local municipal level to 
implement the recommendations made 
therein. Your complete co-operation is 
required to effect the changes recom- 
mended. 

* * * 

The Retail Sales Act has been the 
source of some concern to your Execu- 
tive Committee and at the time of 


writing there is some doubt as to just 
how this legislation will affect real 
estate brokers. We are attempting to 
secure interpretations and definitions 
from the Provincial Government and 
sincerely hope that this information 
will be in your hands before you read 
this report. 


7 Farms, Sale, Rent, 
Wanted 


BRUCE PENINSULA 
Fishing-Hunting Camp 
Store, Home, Cabins 


$20,000 is the amazingly low price of this 
attractive business and pleasure combination. You 
can holiday here from April until the end of the 
hunting season then pack up and go south. This 
20-acre wooded camp is in one of the loveliest 
spots in picturesque Bruce peninsula. House, 
store and cabins are on a clear cold 90’ deep 
inland lake. This is an experimental lake for the 
department of lands and forests and is stocked 
every year with 75,000 trout of nine different 
species. Fishing and hunting from daylight to 
dark and you get paid for it! We have had men 
crying their eyes out for properties like this at 
twice the price. You can imagine how fast they 
will act when they see this answer to their 


Prayers. Please phone for an appointment. 
61-652. 


Paul Starr of Orangeville granted per- 
mission to reprint a specimen of his firm’s 
style of advertising. Ad appeared in a 
metro paper. 





Industrial and Commercial 
Properties 
Financing available for 
Selected Enterprises 


W. Clarence Mahon Ltd., 


350 Guaranty Trust Bldg. 
REGINA, SASK. 





SENIOR EXECUTIVE and Directors of the Ontario Association of Real Estate Boards 
are shown here, gathered at the Westbury Hotel, Toronto for a mid-annual executive 


meeting. 


From right to left seated are: W. P. Ristow, Oshawa; P. H. McKeown, 


Ottawa; F. N. McFarlane, Ottawa; W. S. Evans, London; E. B. Fleming, Sault Ste. 
Marie, vice-president; K. S. Raven, Kingston, president; E. A. Mitchell, Brampton; 
P. J. Harvey, Brantford; R. E. Sanderson, Port Credit; P. C. D. Toxopeus, Brockville, 
and A. C. Kilgour, North Bay. Standing, right to left, are: D. R. Wymark, Ottawa; 
O. K. Teetzel, Toronto, executive secretary; Abram Wiebe, Kitchener, and C. G. 


Todd, Hamilton. 
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Continued from page 16 


Contest 


The second portion of this panacea, 
when introduced in May, opened the 
floodgates of sales initiative. The 
“Gold Rush” Contest, launched May 
15th, and which concluded August 
llth, saw at least one salesman 
increase his earnings over the three 
month period by some $4,000. 

Ted Kostuch of Aloi Bros., who 
edged out perennial winner Mario 
Sconzia of Mann & Martel Ltd. to 
take top spot, claims that “this oppor- 
tunity for achievement gave me that 
extra drive to.complete transactions— 
which will earn me more money this 
past summer than I have ever earned 
in the same 3-month period, in the 
past seven years I have been selling 
real estate!” 

With the exception of Mario 
Sconzia — who must have a built-in 
booster because he wins practically 
every contest sponsored by either 
TREB or his own company—most of 
the other winners feel the same way 
as Mr. Kostuch. 

One glance at the top 13 winners 
will reveal one startling factor. With 
the exception of four men, the 
remaining nine were attached to only 
two firms of TREB’s 500-broker 
membership. 

This fact was too intriguing to 
overlook. We put in a call to Don 
Kirkup, TREB’s Public Relations 
Director who had some enlightening 
information. He _ said, “It would 
appear that these nine men _ had 
already received the necessary train- 
ing and incentive long before our own 
contest started. Both firms — Aloi 
Bros. Ltd. and Mann & Martel Ltd. — 
are great believers in incentive plans 
which encompass contests, both for 
listing and selling.” 

We then checked with Maurice 
Lamond, General Sales Manager of 
Mann & Martel Ltd., Canada’s biggest 
residential sales firm. He told us that 
Mario Sconzia—as only one example 
—had won well over $1,000 in prizes 
including four weekend trips to New 
York all expenses for he and his wife. 

We won't tell you everything Mr. 
Lamond said during our call. Instead 
you can read his opinions in the 
November edition of the Canadian 
Realtor. Mr. Lamond will author 
a feature article entitled: “How 
Planned Incentives Help A Salesman 
Produce!” Watch for it... an in- 
teresting treatise, worthy of serious 
examination! 


Due to ssace limitations we are forced 
to delay printing results of the TREB 
contest until our October issue. 
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EDITORIAL — Continued from page 22 


through their listing they would say, “this is the living room,” . . . “and 
this is the dining room,” “down these steps is the basement.” 

“My wife was so annoved in one house, she failed to notice its kitchen, 
a real beauty. Her mind was settled on that salesman’s obviously weak 
attempt to be helpful. He said: “Here is the kitchen.” 

I have since mentally reviewed this same salesman’s actions and have 
come to the conclusion that he would have sold us that house had he said 
something like this: “Just take a look at these lovely, functional cupboards 
Ma’am. You won't have to raise yourself on tiptoe to put your dishes 
away!” 

“Being in the advertising and promotion business myself,” the director 
said, “I can appreciate a good salesman’s ability and take marked notice 
of another man’s lack of ability. 

“Many of the salesmen who conducted us through their listings failed 
to register even one favourable impression of a good selling feature. We 
entered their houses built of brick and mortar and left the same houses, 
still built of brick and mortar. Not one really made us want their listing. 

“For instance, while down in one basement, I noticed that first grade 
pine two by twelve floor joists had been used. These rested neatly on sub- 
stantial I beams of steel. 

“I silently begged that man to bring my attention to this. He didn’t and 
I was left with a fading impression that perhaps this wasn’t such a good 
feature after all. Had he focussed my attention to this obvious sign of 
good construction, my mind would have instantly seized on this. And then, 
while mulling this over in my mind, surely I would have got the eventual 
idea this house was well-built. 

“Further,” he asserted, “while I was turning this good feature over in 
my mind, I would have ignored features that weren't so good.” 

The advertising director (bless him for giving us this insight into an 
intelligent buyer's mind) concluded by relating a tale which happened 
some years past: 

“Years ago we bought our first house and I can still vividly recall 
something that salesman did. He was a true craftsman. The little scene 
which set the stage for our purchase happened in the kitchen. 

“He took us into that room, walked over to the countertop alongside 
the sink, caressed the top with gentle fingers and said, “Just take a look 
at this beautiful countertop ma’am. You could spill scalding water or even 
ink on it—wipe it off—and presto, no stain!” 

“If my wife had any secret complaints about the house up until then, 
she quickly forgot them in the wonder of that new invention arborite. It 
was comparatively new on the market in those days. 

“I suppose the cost of that arborite was only thirty or forty dollars, but 
it sold us that house. Or, I should say, it sold my wife that house.” 


*% * * 


Efficacious advertising will draw customers. These people, for the most 
part will be pre-sold in varying degrees, depending only on their own 
emotional state and need for new accommodations. 

Strong advertising persuades. It gives an absentee introduction to you 
and your employer. It tells, in good persuasive language, what you have to 
offer. It creates an urge to see. Thus, your advertising could be a potent 
weapon .. . but only as sharp as the pen which you use to prepare your 
copy. 

If you won't study the fundamentals of advertising; if you won't adopt 
anything but a lacksadaisical attitude in preparing copy; if you will not 
realize the positive strength of this medium of communications, then you 
are, figuratively, pouring good dollars down the drain. 
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Plastic milk bottle caps for Real- 
tors intending to solicite a neighbour- 
hood. Leaves a retentive, daily-used 
message in household. 


COSTS: 
1M 76 
2500 (per M) 74 
5000 (per M) $72 
(prov. tax not incl.) 
Acme Ruler & Advt. Co. Ltd. 
512 Rhodes Ave., Toronto 
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MENDING KIT 


The sewing kit illustrated is about the 
size of a match folder. Your own 
message is printed free with any coloured 
ink on coloured or white stock. If you 
desire additional printing on inside flap 
add $4.50 per M. 


500 $32.75 
IM . 50.00 
2500 per M 47.50 
5000 per M 40.75 


(Prices do not include provincial taxes or 
import duties. Add approx. 20% for the 
latter.) 


Order by stock number R-21 from — 


E. S. & A. Robsinson Ltd. 
Leaside, Ontario 
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EDITORIAL —from page 3 


That man sadly related some genuine experiences with salesmen. It is 
worth of mention here for it may correct innocent faults many salesmen 
have. 

He said, “A number of months ago we completed a study of the market 
which led us to believe that real estate salesmen could do our firm’s 
marketing programme some good. 

“This thinking was not a selfish one-way street by any means. We acted 
on the premise that a good salesman would take advantage of a nationally- 
advertised and reputable product, by making pointed reference to it, if 
such was installed in a listing. . 

“This would be a good selling feature, for surely a customer is pre- 
conditioned to utilities or appliances which have gained a degree of 
prominence through dependibility. 

“Acting on this assumption we ran a series of Ads pointing out how 
these nationally-advertised products could actually help sell a listing. 
Results were poor. A post-series survey showed few salesmen were 
interested in really going beyond casual reference to our products, or any 
other nationally-advertised products for that matter. Somehow the 
average salesman overlooked this weapon, along with others, many of 
which were proved to my wife and I while personally looking for a home 


a few weeks past. 


‘My personal observations actually led me to believe many salesmen do 
themselves more harm than good. Time and time again they taxed our 
patience and threw aspersions on our intelligence. While taking us 


Continued on page 22 


MAGAZINE BUILDS 
CORPORATE IMAGE 


Richardson’s Real Estate Ltd. of 
London, Ontario have taken advan- 
tage of a good promotional tool. The 
firm subscribes to the magazine: 
“Modern Living” and mails out ap- 
proximately 1000 copies monthly. 

The magazine sells on the split 
circulation technique. General editor- 
ial information is prepared by the 
publishers: Landy _ Publications, 
Ogden, Utah who sells the service 
throughout the U.S. and Canada. 

The general material covers a wide 
range: how to build birdhouses, 
furniture, patios; how to use glass in 
the house; how to water lawns; how 
to grow lawn grass; how to build a 
rock garden, etc. 

The local subscriber also is given 
editorial space to promote his own 
specialties. In Richardson’s case, the 
Sifton residential project at Oakridge 
Park near London. 

The local material provides infor- 
mation of that project including 
prices, photos of the various-styled 
houses, illustrations of the elevations 
of the styles and plans of the sub- 
division. 





4 | StTOMN COomsTTRVvcreon 


Another portion of the book is 
left for advertisers. These include 
the sub-trades; plumbing, heating, 


masonry, electricians, etc. 

Maurice Broad, 19321 Greenlawn 
Ave., Detroit 21, Mich., is the market- 
ing agent for southern Ontario for 
the magazine, which is published 
monthly. 
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La derniére de deux parties — 


C.A.R.E.B. et la situation du Quebec 


par BERT KATZ, F.R.I. 


Dans cette partie de son discours donné 4 la Chambre d’Immeuble de Québec en mars 
dernier M. Katz traite de la lacune de lagislation relative 4 l'immeuble dans la Province de 
Québec et la lutte en vue de son obtention. 


On peut supposer, 4 mon avis, que 
n’importe quel groupe d’agents d’im- 
meuble, d’oli qu’ils soient, doivent 
surmonter certaines difficultés. Car 
ainsi va la vie. “C’est- un enchaine- 
ment continuel de problémes”. Mais 
joserais dire que, dans votre cas, dans 
la province de Québec, la plus grande 
difficulté que vous ayez a surmonter, 
c’est en ce moment, le manque de loi 
relative aux agents d’immeubles. 

Sans loi régissant l’exercice de 
votre profession, vous ne pouvez pas 
jouir de normes officielles et recon- 
nues. Il faut donc, de toute néces- 
sité, pour établir ces normes, que le 
gouvernement joue le réle qui lui 
appartient. La discipline personnelle 
a certes son mérite; la discipline des 
cadres est admirable, mais du_ point 
de vue du public, la discipline qui 
sera reconnue et qui conférera un cer- 
tain prestige 4 la profession que nous 
exercons, devra étre l’objet d’une loi. 
En d'autres termes, c’est la loi qui, 
d’abord et avant tout, admettra qu’il 
existe une profession d’agents d’im- 
meubles et qu’il existe aussi des 
normes de procédure et de conduite en 
vertu desquelles un agent honnéte 
pourra exercer en toute légalité. Si 
vous me permettez cette comparaison, 
il semble assez curieux, en effet, que 
le marchand de frites ambulant ait 
besoin d’un permis; et que le chauf- 
feur de taxi ait, lui aussi besoin d’un 
permis. En d’autres termes, le gouv- 
ernement reconnait publiquement que 
le marchand ambulant, tout comme le 
chauffeur de taxi, existe vraiment. Et 
cependant, voici des agents d’im- 
meuble dont les transactions se chif- 
frent par des centaines de millions 
de dollars, dont l’exercise de la pro- 
affecte les économies, le 
logement, le bien-étre et le bonheur de 
milliers et de milliers de familles et, 
dont le chiffre d’affaires total rep- 
résente tout probablement, par son 
ampleur, la plus grande transaction 
de biens de consommation de toute 
notre économie et cependant, le gouv- 
ernement n’admet pas qu’ils existent! 
C’est une situation tellement étran- 
ge que je ne parviens pas a la com- 
prende! 


fession 
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Et voici ce qui est encore plus para- 
doxal! Quels sont ceux qui demandent 
qu’on vote une loi relative aux agents 
d’immeuble? Est-ce le public dont la 
loi aurait pour but d’assurer la pro- 
tection? Est-ce que ce sont les avo- 
cats que l’on pourrait supposer s’in- 
téresser 4 cette lacune des lois? Est- 
ce que ce sont les propriétaires qui 
auraient tout intérét 4 ce que cette 
loi soit votée? Pas du tout! Ce sont 
les courtiers en immeuble eux-mémes 
qui ont insisté pour obtenir cette loi! 

Ce sont ceux-la mémes qu’une telle 





BERT KATZ, F.R.I. 


Premier Vice-President de C.ARE.B. 


loi, de toute évidence, régirait et con- 
traindrait, qui insistent le plus pour 
le faire adopter. Les personnes mal 
renseignées n’hésiteraient certaine- 
ment pas 4 nous comparer 8 la volaille 
qui ne demande qu’a étre égorgée! 
Mais ces personnes auraient bien 
tort. La vérité, c’est que vous, cour- 
tiers en immeubles du Québec, ad- 
mettez que le bien commun, c’est aussi 
le votre sur le plan collectif;— qu’en 
protégeant le public, vous vous pro- 
tégez professionnellement et que les 
avantages qui découleraient d’une loi 
visant a protéger le public dépasser- 
aient de beaucoup les exigences mini- 
ma de la loi. Cette loi aboutirait 
forcement a l’amélioration des normes 
professionnelles et de la compétence et, 
par conséquent, elle rendrait de plus 
grands services au public, services 


dont les répercussions seraient beau- 
coup plus considérables que celles 
prévues par les dispositions plutét 
négatives peut-étre de la loi fonda- 
mentale. 

Dois-je vous avouer que j’ai souvent 
pensé que l’une des raisons pour les- 
quelles l’adoption d’une loi profes- 
sionnelle au Québec tarde tellement, 
c’est que vous, courtiers du Québec, 
étes, en somme, un groupe d’honnétes 
gens. S’il y avait plus d’abus, plus de 
recours & des méthodes malhonnétes 
dans le commerce de l’immeuble, je 
suppose qu’on n’hésiterait plus, dans 
bon nombre de milieux, a réclamer 
cette loi le plus tot possible. Les as- 
sociations de propriétaires se plain- 
draient, 4 cor et a cri—le Barreau 
s’inquiéterait de la situation, et le 
reste. Donec, tout compte fait, il est 
fort probable que ce soit précisément 
parce que vous constituez, individ- 
uellement, autant que collectivement, 
un groupe d’honnétes gens, que les 
braves citoyens du Québec _n’ont 
jamais cru bon d’exiger ce que, de 
toute évidence, ils croient une pro- 
tection inutile. 

Ce qui précéde, naturellement, ne 
modifie en rien le concept fondamental 
selon lequel un commerce si vaste, si 
important et dont les conséquences 
économiques et sociales ont une portée 
incalculable, — mérite l’attention du 
gouvernement provincial, quant 4 son 
statut juridique, ses responsabilités et 
son exercise. L’Association Canadi- 
enne est certainement d’avis qu’il faut 
et méme qu’il est urgent que le 
Québec soit doté d’une loi profes- 
sionnelle, tant pour la protection du 
public que pour le statut juridique de 
courtier. 

Cependant, comme sa raison sociale 
en témoigne, |’Association Canadienne 
est un organisme national et comme 
tel, n’a aucune juridiction et ne peut 
exercer aucune pression sur des 
décisions d’ordre purement provincial. 
Cette tache incombe done a votre 
propre association provinciale et c’est 
pour cette raison,—ne serait-ce que 
celle-la —,que vous vous devez de 
sauvegarder, dans toute la mesure 
possible, le caractére de vigueur et 
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dinfluence de votre association pro- 
vinciale. Comme vous le savez, l’auto- 
risation des agents d’immeuble reléve 
uniquement de la juridiction provin- 
ciale et c’est sur ce plan que vous 
devrez trouver la solution. Cela ne 
veut pas dire, toutefois, que ]’Associa- 
Canadienne ne peut pas vous préter 
mainforte Bien au contraire! L’Asso- 
ciation nationale dispose non seule- 
ment des moyens mais elle ne demande 
pas mieux que vous aider par tous les 
moyens possibles. 

Et de quelle facon peut-elle vous 
préter son concours? Ce sera surtout, 
a mon avis, au moyen des renseigne- 
ments et des donnés qu’elle a accumu- 
lés et qu’elle continue d’accumuler et 
qu’elle met 4 votre disposition. 

En 1955 l’Association Canadienne a 
constitué un comité permanent dont 
les attributions consistaient, et je les 
cite textuellement: “a formuler et 4 
reviser constamment la définition de 
ce qui, de l’avis de la CAREB, consti- 
tuerait l’autorité idéale en matiére 
d’autorisation professionnelle’. De 
plus, ce comité a compilé, au cours 
de ces derniéres années, un dossier de 
toutes les lois professionnelles des 
diverses provinces ainsi que des 
amendements qui furent apportés 4 
ces lois. Vos directeurs disposent 
présentement d’un exemplaire de ce 
dossier. Ils pourront done étudier les 


président, le colonel Herb Fullerton 
porte a cette question. Vous avez 
toujours compté un repr!sentant pro- 
vincial au sein de ce comité—en ce 
moment, c’est notre bon ami Marcel 
Audette,—, et je suis persuadé qu’il 
peut temoigner du vif intérét et du 
travail qui caractérisent le réle vital 
de ses attributions. 

L’Association nationale peut vous 
aider et vous aide, je le crois sincére- 
ment, d’une antre facon. Et c’est dans 
le secteur des relations extérieures. 
Grace aux divers moyens dont nous 
disposons, nous avons pu renseigner 
le grand public, d’un littoral 4 l’autre, 
au sujet du travail qu’accomplissent 
nos membres. Dans la plupart des 
provinces, on sait et on s’attend 4 ce 
que le courtier de bonne réputation 
appartienne a |’Association locale, a 
une association provinciale et 4 un 
organisme national. On sait et on 
compte sur le fait que le courtier de 
bonne réputation est soumis 4 un code 
de morale professionelle, non seule- 
ment a l’echelon régional ou provincial 
mais aussi sur le plan national. On 
sait, et cela semble tout naturel, que 
le courtier réputé détient un permis, 
qu’il posséde un cautionnement et 
qu’il exerce en conformité de régle- 
ments provinciaux clairement stipulés. 
Sous ce dernier rapport, le Québec, en 
ce moment, a de quoi envier aux 


“Lorsque le public sera mieux renseigné, vous trouverez alors un 


climat plus favorable dans lequel vos démarches, en vue 


d’obtenir les lois qui s’imposent, seront en fin de compte 


réussies.” 


lois qu’on a votées et qui sont en 
vigueur dans d’autres provinces et ils 
seront en mesure de déterminer quel 
genre de loi conviendrait le mieux 4 
votre propre situation. J’irai méme 
jusqu’éa dire que des renseignements 
de cette nature vous ont déja rendu 
de précieux services et vous en rend- 
ront encore, tout d’abord dans la 
tache ardue et continuelle que vous 
accomplissez pour obtenir cette loi de 
licenciment professionnelle et ensuite, 
— pour l’amender au besoin. 

En plus de mettre ces renseigne- 
ments a la disposition des membres, 
V’Association Canadienne se _ fait 
toujours un plaisir d’étre consultée 
sur des questions visant des prob- 
lemes législatifs particuliers qui pour- 
raient affecter telle province. Notre 
comité des lois professionnelles a été 
trés actif au cours de ces derniéres 
années, grace au viférét que notre 
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autres provinces. Mais nous pouvons 
nous consoler en pensant que le pro- 
grés se réalise par étapes. Inévitable- 
ment, et un jour ou |l’autre, les 
renseignements que propage |’Associa- 
tion nationale finiront par éveiller 
Vopinion publique de cette province 
tout aussi bien. Et lorsque le public 
sera mieux renseigné, vous trouverez 
alors un climat plus favorable dans 
lequel vos démarches, en vue d’obtenir 
les lois qui s’imposent, seront en fin 
de compte réussies. 

Car aprés tout, que demandez-vous 
exactement qu’on ne pourrait inter 
préter que comme une mesure d’intérét 
public? Voici réunis des hommes qui, 
de leur plein gré et au prix d’un 
travail énorme et de déboursés per- 
sonnels considérables, demandent a 
leur gouvernement de contrdler, de 
surveiller et méme, de policer leur 
profession afin que le public soit 


protégé et que la loi codifie certaines 
normes minima de morale profes- 
sionnelle. Si tous les groupes 
d’hommes d’affaires et de profes- 
sionnels exigeaient volontairement et 
de la méme facon, que leur gouverne- 
ment passe des lois touchant leurs 
secteurs respectifs ot ils exercent, 
nous pourrions croire, 4 bon droit, 
qu’on peut atteindre l’idéal utopique. 
Le fait que vous, agents d’immeuble, 
accomplissiez ces démarches est digne 
de louanges et d’éloges et c’est la un 
acte qu’on ne saurait soustraire in- 
définiment 4 l’opinion publique ou a 
son approbation. Lorsque l’opinion 
publique penchera en votre faveur, et 
peu importe le temps qu’il aura fallu 
pour arriver au but, vos efforts seront 
forcément couronnés de succés. 

Je veux vous redire, en terminant, 
tout le plaisir que m’a procuré le 
privilége de vous adresser la parole et 
je vous remercie de votre attention 
et de votre cordial accueil. 


PROFILE — 


Continued from page 13 


years. He was the first co-op chairman 
for the Halifax board, then later became 
the board president (1959). He has con- 
ducted three annual Salesmen’s courses 
and is one of the original organizers of 
the local Chapter — Appraisal Institute 
of Canada. He has been regional vice- 
president of CAREB for the past two 
years along with duties as Education 
Chairman for the Nova Scotia Real 
Estate Association. 

As a student, he was in the first 
graduating class of the C.J.R. course; 
and subsequently became a member of 
that group in 1958. Since then he has 
been active in C1.R. work and is now 
Chairman of their Editorial Committee. 

Among other community interests, Mr. 
Whynacht represented Halifax - Dart- 
mouth Board on Citizens’ “Halifax 
1980” Planning Committee; served on 
various committees with Halifax Board 
of Trade and is Lecturer — N.S. School 
of Assessors. He is married with three 
children. 

The provincial realtors are indebted 
to him for re-activating the Nova Scotia 
Real Estate Association which had 
lagged for a spell. 

Mr. Whynacht’s target is the forma- 
tion of a Board in St. John’s, New- 
foundland. He hopes to accomplish this 
before the end of 1961, and we wish 
him good luck! 


QUOTES: 


@ A pessimistic broker is usually broker 
than anyone. 
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PERSON TO PERSON 
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market tapped 


Goodyear Tire & Rubber Company 
has come up with an interesting promo- 
tional item which should help boost sales 
of their products amongst the rural and 
farm trade. The firm is offering for $1 a 
$3 ‘‘glo-sign’”’ identification plate which 
can be affixed to a mail box, gate post, 
or truck. The farmer’s name is imprinted 
with weatherproofed scotchlite reflective 
material upon a blue-enameled strip of 
ideas 


aluminum. Any _ association § of 


here? 


in the stars 


. “this offer—subject to the find- 
ings of palmistry, astrology, phrenology 
and soothsaying—is valid until rr 
Canadian real estate 
vendors and purchasers for that matter) 
can thank their lucky stars they’re doing 


salesmen (and 


business the modern way. In Siam, Indo- 
china and Burma superstition plays an 
important role in the machinations of 
real estate. A vendor or purchaser will 
refuse to sign an offer if dates conflict 
with forecasts made by professional for- 
tune tellers. Even the salesmen will hold 
up a deal if the right time for presenting 
isn’t fortuitous with their own forecasts. 
Unlike Canadian vendors or purchasers 
however, the submissive oriental under- 
stands the reasons for a delay of even a 
week or two 


1 - 2 - eleventeen 


. a little school girl in Oregon, struck 
with the pertinency and wisdom of an 
advertisement she had just read, wrote 
in to the advertiser for copies for dis- 
tribution amongst her friends. She was 
a little careless with her figures however. 
She asked for 12-billion reprints! . . . 


BRITISH PROPERTY COMPANY 


SEEKS 
INVESTMENT & DEVELOPMENT 
PROJECTS 


ACROSS CANADA 


Agent’s Commission Protected. 


Full Details to: 


Brian SHOWELL, F.A.I., F.R.I., M.A.I. 
British & Canadian & American Real 
Estate Consultants, 

Suite 901, 11 Adelaide St. W., Toronto. 
EM. 4-6940 
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stagnation 


. American Realtors are waiting with 
bated breath, the decision soon coming 
from The House Ways and Means Com- 
mittee who are studying a Kennedy 
proposal for the elimination of capital 
gains tax treatment hitherto allowed on 
the gain derived from the sale of real 
property to the extent of the depreciation 
taken. It is widely felt that an unfavour- 
able decision disastrous 
effects on the real estate industry. It 
would throw an additional burden on 
property owners who feel that even the 
present tax gain 
burdensome. .. . 


would have 


rulings are too 


take back lease 


. a new sub-leasing technique is show- 
ing some promise in the New York area. 
Major tenants who find themselves 
expanding beyond anticipated needs and 
who have hitherto been forced to juggle 
leases in order to expand or vacate for 
larger premises, are now given a take- 
back lease which permits them to lease 
present quarters plus a further office 
area — which they will sub-let to other 
clients — with proviso to take over when 
additional space is needed. Landlord 
assumes liability for leasing ‘’sub-space”’. 


developer wins 


. Builder Salvatore DiMucci has suc- 
cessfully tested and broken the habit of 
municipalities in Illinois who have 
demanded a land dedication gift as 
favour for giving sub-division approval. 
The State Supreme Court ruled that 
DiMucci does not have to hand over 6.7 
acres “for school and park use’ as 
demanded by the Chicago suburb of Mt. 
Prospect. ... 


snakes alive! 


William McAinsh Jr. published 
a few tips in The Journal of Property 
Management dealing with the problem 
of pigeons. He claims that a few toy 
rats, placed on sills will discourage 
roosting habits. He also asserts that one 
or two toy snakes will have the same 
effect. However, he warns that these 
creatures should be fastened down. He 
recalls an instance when one dropped in 
front of a woman pedestrian. She nearly 
had hysterics .. . 


ee 


Clit 





CALENDAR 


ONT. INS. AGENTS’ ASSOC. 
Royal York, Toronto 
Oct. 18th - 20th 


MARITIME BOARDS’ ANNUAL 
CONFERENCE 
Halifax, N.S. 
Oct. 26th - 27th 


NAT. ASSOC. REAL ESTATE 
BOARDS 
Miami Beach, Fla. 
Nov. 11th - 17th 


emerald girdle 


. Ottawa's outskirts are showing! 
By the end of 1960, $18.7 millions have 
been spent by N.C.C. in purchasing 
24,000 acres for a greenbelt around the 
nation’s capital. of the 578 properties, 
only 30 were taken by expropriation. 
65% of the former farmers have leased 
back their holdings. The 
ultimate plans call for 37,000 acres of 
greenbelt to hold in Ottawa’s paunch.. . 


original 


Saskatchewan 
Officers-Elect 


Delegates of the Saskatchewan Real 
Estate Association have elected their 
1960-61 officers. Elections were held 
at the S.R.E.A. annual conference at 
Lake Waskesui. 


The following were honored: As 
president R. L. Cawsey, Regina; R. H. 
McRitchie, Moose Jaw and G, A. 
Hymers, Saskatoon, vice presidents. 
For directors: Boyd McMillan, N. 
Battleford (2 year term); T. J. May, 
Regina (1); R. E. Klombies, Saska- 
toon (2); A. Beck, Prince Albert (1); 
W. Johner, Regina (2); L. W. 
Receveur, Prince Albert (1); Miss J. 
Wheeldon, Prince Albert (1) and 
J. S. Duncan, Moose Jaw (2 years). 
D. J. Woodley, Saskatoon, is retiring 
president. 
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REAL ESTATE 
DIRECTORY 


GENERAL REAL ESTATE 


e@ BARRIE, ONT. 


A. F. Rose, 
78 Tiffin Street, 
PA. 8-2379. 


@ BRANDON, MAN. 


Hughes & Co. Ltd., 
125 - 10th Street. 


@ CALGARY, ALTA. 
Burn-Weber Agencies, 
218 Seventh Ave. W. 


Clair J. Cote, 
Ste. 10 — Foundation Bldg., 
628-12 Ave. S.W. 


Cote & Hunt Ltd., 
606 Cdn. Bank of Commerce Bldg. 


e@ FORT WILLIAM, ONT. 
Willport Realty Limited, 
Fort William - Port Arthur. 


@ NANAIMO, B.C. 


December Roses on the Blue Pacific 
Nanaimo Realty Co. Ltd., 
Nanaimo Realty Block. 


e OSHAWA, ONT. 
Lucas Peacock, Realtor, 
556 Simcoe St. N. 


OTTAWA, ONT. 

C. A. Fitzsimmons and Co. Ltd., 
Realtors, 197 Sparks Street, 
Phone CE. 6-7101. 


P. Hubert McKeown, 
McKeown Realties Ltd., 
169 Somerset St. W. (CE. 2-4806). 


PETERBOROUGH, ONT. 


Irwin Sargent and Lowes, 
441 Water Street. 


@ QUEBEC, QUE. 
Ross Brothers & Company Limited, 
P.O. Box 9 (Uppertown) 
LAfontaine 2-4091. 


@ RED DEER, ALTA. 


Botterill McKee Cunningham Ltd. 
5002 Ross Street, 
Phone 2619, 


@ WINNIPEG, MAN. 


Aronovitch & Leipsic Limited, 
Four Sixty Main Street, 
WHitehall 2-3301. 


PROPERTY MANAGEMENT 


e@ HALIFAX, NS. 
Roy Limited, 
Roy Building. 


@ VANCOUVER, B.C. 


Blane, Fullerton & White Ltd., 
517 Hamilton Street. 


IND. SITES — PROPERTIES 


@ BURLINGTON, ONT. 
Canada's largest town 

W. D. Hitchcox, 

541 Brant St., N.E. 4-2348. 


@ CALGARY, ALTA. 


Clair J. Cote, 
Ste. 10 — Foundation Bldg., 
628-12 Ave. S.W. 


Cote & Hunt Ltd., 
606 Cdn. Bank of Commerce Bldg. 


FORT WILLIAM, ONT. 


G. R. Duncan & Co. Ltd., 
121 May Street. 


© HALIFAX, N.S. 
Roy Limited, 
Roy Building. 


@ REGINA, SASK. 


W. Clarence Mahon, 
350 Western Trust Bldg. 


@ EDMONTON, ALTA. 


Melton Real Estate, 
10154-1038rd Street, Phone 47221. 


APPRAISALS 


@ CALGARY, ALTA. 
Ivan C, Robison & Company, 
716-Fifth St. S.W., 
Phone AMherst 6-3475. 


EDMONTON, ALTA. 


Peter B. Sayko, F.R.I., A.A.C.L., 
11023 - 127 Street. 


OTTAWA, ONT. 


C. A. Fitzsimmons and Co. Ltd., 
Realtors, 197 Sparks Street, 
Phone CE. 6-7101. 


e ST. CATHARINES, ONT. 


Andy Hawreliak, Realtor, 
Dominion Building, MUtual 4-2324. | 


| 
®@ TORONTO, ONT. 


Chambers & Meredith Ltd., 
48 Yonge Street. 


Professional 
Brokerage 
Connections 


Across The Nation! 





© General Real Estate 


© industrial sites 
and properties 


@ ideal store locations 
@ rural holdings 
® appraisals 


® property management 


DIRECTORY 


Advertising Rates 


Classified : 
3 lines — 12 issues $45.00 
3 lines — 6 issues 29.00 


Additional lines $1.00 per issue. 


No charge for city and province lines 


Semi-Display: 
ONE INCH SIZE 
For six insertions $60.00 


For twelve insertions 95.00 





Edmonton's ‘‘House of Service’ for over 50 years 


WEBER BROS. AGENCIES LTD. 


Industrial, Commercial & Revenue Properties 
Farmlands - Acreages - Appraisals - Homes 


write, wire or phone 
WEBER BROS. AGENCIES LTD. 
10013 — 101A Ave. Edmonton, Alberta 


Phone GArden 4-7341 





FOR THE BEST INFORMATION 
ON B.C. REAL ESTATE 


Office buildings, industrial and revenue pro- 
perties, homes, building lots and sub-division 
developments. 


Write, wire or phone 
BOULTBEE SWEET & CO. LTD. 
555 Howe St., Vancouver, B.C. MU. 1-7221 





TAKES MANY FORMS — 


¢ advertising 


¢ word - of - mouth 


RATES FOR REALTORS ONLY 
¢ personal contacts 


DISPLAY: 


1 col-x 2” for 3 times: ‘ ss 
Let's take advertising as an example. Have you ever con- 


sidered that lucrative channels of communication stretch right 
across this nation and down into the States . . . all via the 
Canadian Realtor route . . . with stops on the way to service 
some 11,000 particular and influencial people? 


3’’ for 3 times: 


2’ for 6 times 


3"’ for 6 times 


: 
ee te ee Why not take advantage of a special offer for Realtors 


only? Our proposal will put your message and firm’s address 
in front of this specific audience. 


3°’ for full year: 


DIRECTORY: 
Sample a good readership . . . sample the worth of the 


magazine which is being read and quoted by scores of 
media every month! 


see inside back cover for rates 


ALL RATES BILLED MONTHLY OR 
FOR ANY PERIOD AS REQUESTED 


BY YOU. SEND COPY TODAY — 
START IN OCTOBER ISSUE 


x> Canadian Realtor 
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